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INFO INSIGHTS 
way, using the same skills. 
Outsourcing Library Functions 
Many library services can be outsourced, and managing 
a library frequently entails negotiating the contracts and 
managing the people that deliver these services. 
BY STUART HALES 
Check out any library or information 
school curriculum, and you’ll see cours-
es geared toward the practical, every-
day aspects of librarianship—text min-
ing, digital curation, electronic records 
management, and data visualization, 
to name a few. What you typically don’t 
see are courses that will help prepare 
librarians and information profession-
als to move up the career leader and 
assume more responsibility and visibil-
ity—namely, courses in leadership and 
management. 
To be fair, schools of library and 
information science are hardly alone 
in neglecting these areas of study.
But as Sara Tompson, manager of the 
Library, Archives & Records Section 
at the Jet Propulsion Laboratory in
Pasadena, California, points out in her 
“10 Questions” interview in this issue, 
many librarians and information profes-
sionals ultimately will become manag-
ers in name, so they need to be pre-
pared to manage in deed. 
“I feel that management and lead-
ership courses should be a require-
ment for ALA accreditation [of library 
schools],” Sara says. “Many of us wind 
up being managers and need to be 
leaders, and we are not really prepared 
for this in library school.” 
So, what does managing a library 
or information center entail? For some 
library managers, it means managing 
an onsite staff and an onsite collection. 
More and more, however, it means 
managing people and services located 
outside the library—outsourced func-
tions, if you will. 
“When they hear the word outsour-
cing, many people think of contracting 
with offshore organizations and person-
nel in places such as India,” writes Hope 
Bell, business information manager at 
KPMG in Ottawa, Ontario, Canada. “But 
you can also outsource services and 
functions to onshore providers and/or 
leverage the services of multiple com-
panies or individuals. Outsourcing does 
not always result in replacing staff—it 
is another tool that you use to augment 
the tools you already have.” 
Having managed a virtual team for 
almost 20 years, Hope has learned a 
variety of tactics to help her onshore 
and offshore staff work as one team and 
build a strong identity within the organi-
zation. Among her priorities: embrace 
differences, create trust, build personal 
connections, over-communicate, hold 
regular meetings, leverage technology, 
and understand and adapt to different 
workstyles. Perhaps most importantly, 
managing insourced and outsourced 
staff requires treating both the same 
“A seamless and cohesive team does 
not come together overnight—it devel-
ops over time,” Hope writes. “Initially, 
there will be an ‘us’ and ‘them’ mental-
ity. To change that mentality, you have 
to lead by example. If you perceive 
everyone to be part of a team and man-
age them as a team, they will evolve into 
a team.” 
A team mentality is also what Jamie 
Marie Aschenbach advocates when dis-
cussing how to negotiate contracts with 
journal vendors. Though she laments 
the disproportionate price increases for 
journal access that have been imposed 
in recent years and the non-disclosure 
agreements that journal publishers
insist librarians sign, she urges both 
parties to view each other as partners in 
the process of providing information to 
those who need it. 
“Both parties need to work together 
to get through the negotiation so we 
can both walk away with a workable 
contract,” she writes. “The key word in 
this process is negotiate. You are nego-
tiating, not fighting, so be professional. 
Prepare and share an agenda before-
hand—this isn’t the time or place to 
waste each other’s time. Don’t hesitate 
to ask the vendor for any information 
you need to negotiate responsibly.” 
Ultimately, librarians and informa-
tion professionals must see themselves 
as not just negotiating a contract, but 
managing the process of arranging for 
an outsourced service. To that end, 
Jamie writes, they must be willing to 
look beyond price—a sensitive issue for 
librarians and the focal point of many 
negotiations—and take a broader view 
of contract discussions. 
“Remember, you are contracting for 
the entire life cycle, from contract to 
renewal,” she writes. “This means the 
negotiation must include the level of 
support from the vendor, the content to 
be provided, and the quality of service.” 
Read more of what Jamie, Hope, 
and Sara have to say in this issue of 
Information Outlook. And be sure to 
review Lesley Ellen Harris’s answers 
to frequently asked copyright ques-
tions, Dale Stanley’s tips on managing 
change, and David Stern’s analysis of 
micro-credentials. SLA 
STUART HALES is editor of Information Outlook and
content director for SLA. He can be reached at shales@sla.org. 
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Revamped KMKS
Program in Full Swing 
SLA has rolled out an updated version 
of KMKS 103, “Knowledge Strategy: 
Developing the Enterprise-Wide
Knowledge Culture,” as part of its popu-
lar Knowledge Management/Knowledge 
Services certificate program. 
The course, which consists of five 
one-hour sessions, is based on the 
premise that an enterprise-wide knowl-
edge culture is the foundation for orga-
nizational effectiveness. Developing
such a culture requires incorporating 
a knowledge strategy that matches
the company’s business strategy. The 
development and implementation of the 
knowledge strategy is a responsibility 
well suited to knowledge and informa-
tion professionals. 
Topics covered in KMKS 103 include 
the following: 
•	 knowledge strategy basics (including 
the difference between “strategy” 
and “strategic”); 
•	 organizational structure and the 
environment for KM/knowledge 
sservices; 
•	 visioning vs. planning; 
•	 determining strategic direction; 
•	 change management and change 
implementation; and 
•	 infrastructure and planning for future 
needs. 
In September, two of the pro-
gram instructors, Deb Hunt and Dale 
Stanley, will begin teaching KMKS 105, 
“Change Management and Change
Implementation in the Knowledge
Domain.” This course is designed to 
provide information professionals with a 
set of tools and an essential knowledge-
sharing perspective for implementing 
change in their organizations. 
Change management focuses on the 
“human” side of project implementa-
tion and works to develop and hone the 
interpersonal skills that lead to success 
in any operational activity. An estimated 
60 percent of all large-scale project 
implementations fail to meet all of their 
objectives, and fully 80 percent of those 
INSIDE INFO 
KNOWLEDEGE MANAGEMENT • MEMBER REFERRALS
failures are due to change management 
issues. These statistics make clear that 
information professionals involved in
any new initiatives must learn change 
management and change implementa-
tion skills. 
Topics covered in KMKS include the 
following: 
•	 the five most important aspects of 
change management and how ignor-
ing them will almost surely lead to a 
project’s demise; 
•	 examples of change management 
and demonstrations of the critical 
implementation skills in organiza-
tional development; and 
•	 the organizational knowledge ser-
vices strategy as a framework for
examples of how change manage-
ment can be applied in your
organization.
Members Offered Incentives 
to Refer New Members 
SLA members can receive a 20 percent
discount on early bird registration to the
2018 Annual Conference in Baltimore if
they entice at least three other information
professionals to sign up for SLA member-
ship by November 3. 
All qualifying new members who
join through a member referral will
be entered into a drawing for a $150 
American Express gift card. 
Only active full members in good 
standing (with no outstanding balance) 
can participate as referring members. 
Members who refer three new mem-
bers to SLA will be highlighted in SLA 
Connections, on SLA.org, and through 
social media. 
The program (https://www.sla.org/ 
access-membership/sla-member-refer-
ral-program/) is valid for the following 
membership categories: full member, 
unemployed member, retired member, 
and organizational member. 
A new member can only be referred 
by one current member. Former mem-
bers are eligible for the program if their 
membership status has been lapsed 
since at least August 2016. SLA 
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OUTSOURCING LIBRARY FUNCTIONS 
Managing an
Extended Team 
HyBrID AND VIrTUAL TEAMS CAN BE JUST AS CONNECTED AND EVEN MOrE
PrODUCTIVE THAN A TrADITIONAL OFFICE TEAM, BUT IT TAKES SOME EFFOrT
AND KNOW-HOW TO ACHIEVE MAxIMUM rESULTS. 
BY HOPE BELL 
W hen they hear theword outsourcing, many people think of contracting with off-
shore organizations and personnel in 
places such as India. But you can also 
outsource services and functions to
onshore providers and/or leverage the 
services of multiple companies or indi-
viduals. Outsourcing does not always 
result in replacing staff—it is another 
tool that you use to augment the tools 
you already have. 
I have managed a virtual research 
team for almost 20 years. The onshore 
people that I manage have worked
together, but have been physically locat-
ed in different places across Canada. 
The offshore staff that I manage are 
located in India; we also leverage sev-
eral onshore outsourcing contracts for 
specific activities (e.g., security pric-
ings). Recently, even the researchers 
located in the same office and city 
were reassigned to a remote (work from 
home) arrangement. 
Technically, we are outsourcing, but I 
do not view it as outsourcing. The way 
I see it, our combined onshore and 
offshore people make up one team. 
Our different time zones, diverse back-
grounds, and unique tools and experi-
ences make us stronger—more effec-
tive, more efficient, and better able 
to add value to the organization. We 
work together, have group calls, mentor 
each other, share recognition, and chat 
about what we did over the weekend. 
It doesn’t matter that everybody is in 
a different location, or that some of us 
get paychecks with a different name on 
them. What matters is that we are all 
working together and dedicated to the 
company. 
My management style never really 
changed when we added the offshore 
component to our team. I was already 
managing a virtual team, and the off-
shore people were simply an extension 
of that. The people management skills 
for both the onshore and offshore work-
ers are the same. 
Managing and 
Supporting ‘Ghosts’ 
Being efficient and hiring the best per-
son for the job have always been top 
priorities of mine. In the past, my hiring 
pool was limited to the people in my 
immediate vicinity; today, technology 
allows me to hire someone regardless 
of where he or she is physically located. 
You, too, can hire any worker (full- or 
part-time or contract), subscribe to any 
service (such as a database, newslet-
ter preparer, or content aggregator), or 
purchase any technology (e.g., gamifi-
cation, virtual reality, or data analysis) 
you like. Many companies already offer 
some remote services. You have the 
ability to leverage these services to cre-
ate a team that meets your exact needs 
while saving you money. 
Managing a hybrid, extended, or vir-
tual team can be a challenge, however. 
HOPE BELL is a veteran researcher whose KPMG Canada team
won the 2015 Centers of Excellence Award from the SLA Business &
Finance Division. She has worked as a library manager, been part of
a virtual team for 20 years, and currently leads a combined onshore/ 
offshore (hybrid) research team for KPMG Canada. She can be 
reached at hopebell@kpmg.ca. 
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OUTSOURCING LIBRARY FUNCTIONS 
How do you manage “ghosts”? How do 
you track and support people you can-
not see? 
Staff who work remotely face chal-
lenges as well. Personal interactions 
such as hallway networking and gossip 
sharing are limited, and this can con-
tribute to staff feeling isolated. Remote 
individuals and teams also need to work 
harder to promote their accomplish-
ments to the C-Suite and can miss out 
on the synergies they would experi-
ence by being in a traditional face-to-
face office setting. The flip side is that 
remote work can be extremely produc-
tive—there are no office activities or 
responsibilities to create distractions, 
and working from home eliminates
commuting time. 
It is important that the overall team, 
as well as the individuals on it, have a 
strong virtual brand. This can have a 
positive impact on how your team and 
the information you deliver are per-
ceived by others. 
While every team is different, there 
are some lessons I have learned while 
managing outsourced staff and services 
that apply universally: 
Embrace differences. Encouraging 
a variety of opinions creates a stronger 
overall team. 
Be positive and patient. Onshore 
and offshore teams doing similar work 
in a similar (remote) structure should 
be treated the same way. A seamless 
and cohesive team does not come
together overnight—it develops over
time. Initially, there will be an “us” 
and “them” mentality. To change that 
mentality, you have to lead by example. 
If you perceive everyone to be part of a 
team and manage them as a team, they 
will evolve into a team. 
Create trust. Trust is important in 
any setting, but it becomes more criti-
cal when teams are working virtually. 
Foster a feeling of trust by following 
through, meeting deadlines, and con-
sistently delivering great work. Do not 
micromanage—just because you can-
not see people does not mean they 
are slacking off. They are responsible 
professionals. Treat them as such and 
they will behave accordingly. 
Don’t show bias. Approach any effi-
ciency or outsourcing review with an 
open mind. Do not restrict your thinking 
to offshoring or replacing people—iden-
tify which products and processes are 
best outsourced and look at all of your 
options, including offshore, near shore, 
contract workers, software, and data-
bases. These are all types of outsourc-
ing, and each has its own pros and 
cons. As with goals, delegated tasks 
need to be SMART (specific, measure-
able, agreed, realistic, and time bound). 
Make sure you have input. If you 
are hiring an outsourcing company,
insist on some input into who will be 
on your team and provide feedback on 
their performance. Make sure you are 
able to interview and select your team 
members. You want to ensure that the 
personalities and work styles of all of the 
people on your team, both onshore and 
offshore, are compatible. Sometimes it’s 
not what’s on a résumé that matters. As 
long as someone is a good team “fit” 
and interested in the role, she/he can 
be trained to do a job. 
Build personal connections. Face-
to-face interaction will always be the 
best way for team members to get to 
know each other and generate connec-
tions. This is not always possible due to 
budget constraints, but you should try 
to organize some face-to-face meetings 
when possible. 
If face-to-face meetings are not an 
option, create a slide deck when you 
initially introduce new team members 
so they can share a picture and some 
background information about them-
selves, such as their families and their 
hobbies. People feel more comfortable 
and connect more easily if they can 
“see” the people to whom they’re talk-
ing, and the slide deck will create talk-
ing points to start conversations and, 
ultimately, relationships. 
Another tactic that helps generate 
relationships and connections is to
assign people who would not normally 
work together to special projects. In 
addition to helping foster new relation-
ships, it will create opportunities for 
Content is copyright protected and provided for personal use only - not for reproduction or retransmission.
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people to learn from and motivate one 
another. Your clients will win, too, by 
having team members with different 
perspectives working on their projects. 
Over-communicate. It is human
nature for people to fear they are mis-
sing out on something, and working 
remotely exacerbates this fear. It is 
better to over-communicate than to
assume your team members know what 
you know or have them hear about 
things through the office grapevine.
Communicating frequently ensures
that everyone feels included and helps
eliminate misunderstandings before
they start. 
In your communications, make it
a point to be clear about expecta-
tions, deadlines, responsibilities, and 
so forth. These become even more 
critical when working virtually. Accents, 
acronyms, and geographical and cul-
tural differences can be major causes 
of confusion. Never assume everyone 
understands, and always summarize
conversations in writing. 
Have an open door. Technically, you 
cannot have an open door for remote 
workers, but you can have an open line 
of communication, a “call me anytime” 
policy. Talking to members of your
team is never a waste of time—I usu-
ally speak with each member of my 
team (meaning each of my researchers 
in India and in various Canadian loca-
tions) at least once a day. We talk about 
work, we talk about the weather, we 
talk about the same things any two co-
workers might talk about. I talk on the 
phone (or send instant messages) a lot, 
but no more so than if I were talking to 
people in my office. 
Hold regular meetings. Meetings
serve multiple purposes on virtual
teams, including the following: 
•	 They bring people together to talk 
about work, which serves as a subtle 
reminder that they are on a team; 
•	 They provide opportunities for 
personal “chit chat,” which helps 
develop relationships between team 
members; 
•	 They provide an opportunity for 
everyone to share their experiences, 
OUTSOURCING LIBRARY FUNCTIONS 
I have a collection of quotes and created 
“star cards” that I can e-mail to my team 
members to reinforce good behaviors  
and jobs well done. 
which helps strengthen team bonds; 
and 
•	 They ensure everyone receives the 
same information at the same time. 
Even if your meetings are brief, they 
will still help remote workers feel con-
nected and less “out of the loop.” Be 
sure to send meeting minutes promptly 
and keep your e-mails short and con-
cise, highlighting the action items. Give 
any directions in writing. 
Keep everyone on the same page. 
It is human nature for people to want 
to do things their way. With extended 
teams, it is especially important that the 
output format, branding, and quality 
level are consistent and that everyone 
is held to the same service levels.
Use standard products, processes, and 
templates and make sure every team 
member receives the same training, 
preferably at the same time. 
Leverage tools and resources that 
can help your team set milestones
together, make decisions together, and 
solve problems together. Tools to facili-
tate real-time discussions (e.g., shared 
white boards and shared desktops) are 
readily available. 
Leverage technology, including
social media, video, and digital tools. 
Provide your team with the right tools so 
they can meet and collaborate online. 
One of the things that helps people stay 
connected in a traditional office setting 
is the ease with which they can access 
one another. This does not happen as 
easily for virtual teams. Tools like IM, 
Skype, and Facetime help bridge the 
distance. Whether you are communi-
cating with a team member or a client, 
today’s technologies are a huge help, 
allowing people to share their desktops 
and view and talk to each other in real 
time. 
Play together to stay together.
Arrange virtual team-building games to 
provide opportunities to bond. Games 
that I have seen mentioned include 
a virtual office tour via webcam and 
a computer- or workspace-decorating 
contest, with the team voting on the 
best one (Soon 2014). You can also 
share “boards” on which team mem-
bers can post pictures or text ice-
breaker questions (Perrin 2015; Osman 
2015), or you can start your meetings 
with a team or company trivia question 
to get people talking to each other. 
Get to know your team. Call one 
team member each day (or each week) 
and chat only about non-work topics. 
Ask questions: What type of research 
excites you? What would you do differ-
ently? 
Also, schedule regular calls with your 
direct reports, even if you typically
speak to them on a daily basis. Make 
time to listen to their perspectives, learn 
what is bothering them, and so on. You 
need to understand what each indi-
vidual team member needs, what their 
goals are, and how their performance 
is judged. 
Keep in mind that outsourced employ-
ees may have different stresses and be 
judged by different standards. Your
expectations and their performance
managers’ expectations may conflict
and leave them caught in the middle. 
Understand and adapt to differ-
ent workstyles. Just because the team 
works well together does not mean they 
all have the same workstyle prefer-
ences. Everybody is different, and the 
team leader needs to adapt to each 
team member’s workstyle and com-
munication preferences. You want to 
have regular meetings with each team 
member, but the format and frequency 
of those meetings can vary depending 
Content is copyright protected and provided for personal use only - not for reproduction or retransmission.
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COLLABORATING OUTSIDE THE LIBRARY 
on the needs of the team member. 
Recognize good performance. Do 
not underestimate the power of saying 
“thank you” or “good job.” You do not 
need a big budget to recognize a job 
well done. Just say it—in a meeting, in 
an e-mail, or in a video conversation. 
Send a graphic that can be printed and 
displayed on the person’s bulletin board 
or desktop. I have a collection of quotes 
and created “star cards” (see page 4) 
that I can e-mail to my team members 
to reinforce good behaviors and jobs 
well done. No matter which approach 
you use, make sure outsourced staff are 
provided with the same (or equivalent) 
recognition mechanisms as insourced 
staff. 
Guard against overworking. Remote 
workers often put in extra hours, and 
this can lead to burnout. Overwork is 
just one facet of what I consider the 
hardest part of managing a remote
team—it is often difficult to catch prob-
lems when they are very small. With 
outsourced staff, you do not see body 
language, facial expressions, or the
state of someone’s desk. If you have 
good relationships with team members, 
you may see some signs—for example, 
a boisterous employee may be unusu-
ally quiet, a normally happy employee 
may seem down, or a reliable employee 
may start finishing projects late. 
Be prepared for emergencies. At 
some point, your technology (network, 
IM, e-mail, or WRMS) will fail or you 
will be affected by a “local” emergency 
(e.g., an earthquake, power failure, or 
fire). To minimize the impact on your 
work pipeline, have an alternate com-
munication system (such as cell phone 
numbers or personal e-mail accounts 
to contact team leads) in place so when 
an emergency occurs, staff know what 
to do and who to contact (and how to 
contact them). 
The biggest single lesson I have
learned is that hybrid and virtual teams 
can be just as connected and even 
more productive than a traditional office 
team, but it takes some managerial 
effort (and know-how) to achieve maxi-
mum results. If you have tips for man-
aging virtual teams or can recommend 
virtual team-building activities that have 
worked well for you, please share them 
with me at hopebell@kpmg.ca. If I
receive enough good responses, I will 
create a tips sheet to post on SLA’s 
website. SLA 
SOURCES 
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OUTSOURCING LIBRARY FUNCTIONS 
Negotiating Your Best
Journal Deals Yet 
NEgOTIATIONS WITH VENDOrS ArE FOr THE ENTIrE LIFE CyCLE, SO THEy
MUST INCLUDE THE LEVEL OF SUPPOrT FrOM THE VENDOr, THE CONTENT
TO BE PrOVIDED, AND THE qUALITy OF SErVICE. 
BY JAMIE MARIE ASCHENBACH, JD, MLIS 
F rom 1999-2012, the U.S.Consumer Price Index (CPI), a measure of inflation, rose by 38 percent, but during that 
time, journal bundle prices experienced 
an average contractual increase of 5.5 
percent per year, meaning they dou-
bled during those 13 years (Bergstrom 
et al. 2014). To put this into context, 
consider a loaf of bread. In 1999, we 
paid about $0.89 for a loaf of bread; in 
2012, we paid approximately $1.23 for 
it. But if publishers had been our bak-
ers, we would have paid $1.78 for that 
same loaf of bread (Bureau of Labor 
Statistics 2017). 
Granted, a difference of $0.55 doesn’t 
sound like much, but that’s just for a 
loaf of bread. Now let’s apply that same 
scale to purchasing database access. 
In 1999, we would have paid roughly 
$89,000 for access to a database with 
200 journal titles. In 2012, based on the 
CPI, we should’ve paid about $123,000 
for that same access; instead, we paid 
$178,000 for the database, which at 
that point only gave us full-text access 
to 180 journals, a loss of access to 20 
journals. 
We know this thanks to a 2014 article 
(Bergstrom et al.) that was researched 
and written by economists after learn-
ing that their librarians would no longer 
have access to some journals. The
economists wanted to identify the mar-
ket forces behind this development, 
and what they discovered was that
different libraries were paying different 
prices for the same access. Some pub-
lishers were offering “big deals” that 
were “discounted” from the journals’ 
list prices, but those deals didn’t neces-
sarily reflect the usage or value of the 
databases (see accompanying chart). 
Part of the problem is that publish-
ers’ contracts contain non-disclosure 
agreements, so we have no idea what 
other libraries of comparable size are 
paying for journals. Ownership, licens-
ing, and accessing of the materials are 
also problems. Elgar is one of the few 
publishers offering ownership of the 
materials, with perpetual access set 
in the purchase price. Elgar bases its 
pricing on each university’s Carnegie 
Classification, which reflects the num-
ber of annual graduate students and 
the level of research they perform. 
With some publishers, even if your 
library owns the materials, you may 
have to pay to access them. For exam-
ple, many law schools own the materi-
als from The Making of Modern Law 
(MoML), but the materials are stored on 
MoML’s servers, and the schools must 
pay an annual access fee. Even if a 
JAMIE MARIE ASCHENBACH is head of access services at Southern Connecticut State University in New Haven.
Prior to this, she was head of research and access services at Florida Coastal School of Law in Jacksonville, where she
assisted with vendor negotiations and partner management. Jamie Marie received her JD from Seattle University and
her MLIS from the University of Pittsburgh. Contact her at aschenbachj1@southernct.edu. 
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OUTSOURCING LIBRARY FUNCTIONS 
school decided to move the materials to 
its own servers, it would need to invest 
in creating a discovery tool to access 
the materials. 
What to Negotiate About 
Given these circumstances, how can 
we get the most information access 
for our money? We must improve our 
negotiation skills. 
To become better negotiators, we
need to remember that we are partners 
with our vendors. The vendors have 
what we want (information and data-
bases), while we have what the vendors 
want (information users). Both parties 
need to work together to get through the 
negotiation so we can both walk away 
with a workable contract. 
The key word in this process is nego-
tiate. You are negotiating, not fighting, 
so be professional. Prepare and share 
an agenda beforehand—this isn’t the 
time or place to waste each other’s 
time. Don’t hesitate to ask the vendor 
for any information you need to negoti-
ate responsibly. 
Obviously, you will negotiate the price, 
but there is much more to address. 
Remember, you are contracting for
the entire life cycle, from contract to 
renewal. This means the negotiation 
must include the level of support from 
the vendor, the content to be provided, 
and the quality of service. 
To start, think about the support you 
currently receive from your vendor,
such as sales representative access, 
statistics, training sessions, and help 
desk assistance. Think about how these 
are provided and whether your needs 
are (or aren’t) being met by your con-
tent provider. These are all items that 
you can negotiate. 
For example, you can request that 
the sales representative or trainer be 
located in your geographic area or
have a limited number of contracted 
clients. You can ask for a specific level 
of knowledge of the industry, or a mini-
mum level of experience in the area. 
Identify the level of support you expect 
from the representative or trainer, then 
ask for it. 
Adapted from: Bohannon, John. 2014. “How much did your university pay for your journals?” 
Science, Jan. 16. Data: Theodore Bergstrom. 
Negotiations can also include help 
desk assistance, issue resolution, and 
marketing. If your users require a lot 
of support, negotiate for that support. 
Ask how that support is provided by the 
vendor (e.g., face to face or web-based 
instead of by phone). Will that work for 
you and your users, or do you need a 
different type of support? 
We all need statistics to see how 
our users are actually using vendors’ 
products. What statistics do you need, 
and what statistics can your vendors 
supply? Can they include “push” statis-
tics, or do you have to pull them from 
their servers? Are the data just usage 
statistics, or can you get more granular 
statistics if needed? Negotiate for the 
statistical solution that will work best 
for you. 
Finally, while this may seem obvious, 
don’t overlook the materials that will be 
included when renegotiating a contract. 
Are all of the previously included mate-
rials in there? Are any new materials 
included? Knowing the answers to these 
questions and basing your negotiations 
on the products, information, materials, 
and databases included in the contract 
will start you off in a better negotiating 
position. 
When negotiating, present the parts 
of the contract you agree with first. 
These “non-argue” points will allow you 
and the vendor to begin negotiations on 
a positive note. 
After the contract is signed, review 
it regularly, collect the data you need, 
assess the account management, and 
solicit product and service reviews from 
users. When it comes time to renew the 
contract, you’ll be in a better position to 
negotiate a new contract. 
How to Negotiate 
The process of negotiating is rather 
simple, provided you are organized and 
motivated to do so. Think of it as the 
DATA Method: discover, analyze, trans-
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OUTSOURCING LIBRARY FUNCTIONS 
form, and approach. 
First, you must discover what infor-
mation and statistics you have on hand 
and what your current vendor can sup-
ply to you. You will need both quantita-
tive data (e.g., accounting and systems 
data) and qualitative data (e.g., user 
satisfaction feedback). You can collect 
this data from vendor reports, internal 
systems, or third party systems. 
Without data, you don’t know whether 
a product is valued by your users and, 
thus, whether you should keep or can-
cel it. If you are in the dark about the 
usage of a product, you can’t know 
whether it is worth keeping. 
Second, you must analyze the data 
and determine whether you have what 
you need to make it relevant. Which 
data are useful, and what areas do you 
need more information about? As you 
can see, this step is easiest to com-
plete if you collect (discover) the data 
throughout the lifetime of the contract 
and not just in the days or weeks lead-
ing up to the actual negotiation. 
Third, you must transform the ana-
lyzed data into powerful visuals to share 
with your stakeholders. And yes, you 
need to talk to your stakeholders— 
faculty, deans, students, users, and
anyone else who accesses your digital 
collection—and start including them in 
the discussions. They often don’t know 
there is a cost associated with database 
access, and if they do, they often don’t 
know what that cost is or that the fund-
ing comes from the library’s budget 
(Glassmeyer 2010). Creating powerful 
visuals will bring stakeholders into the 
discussion and help you to decide how 
to move forward in your negotiations. 
Finally, you need to approach the 
negotiations. Before meeting with the 
vendor, you need to know the following: 
(1)	 your goal in entering into the nego-
tiations; 
(2)	 what the data say and how to pres-
ent them; 
(3)	 who should be involved in the 
negotiation (i.e., whether you can 
do it yourself or need to bring in 
other interested parties); 
(4)	 what information you will share 
with the vendor, and when you will 
share it; 
(5)	 whether your negotiation strategy 
will need internal buy-in from other 
departments; and 
(6)	 the questions you may be asked. 
Only when you know the answers to 
all of these questions are you ready to 
sit down with the vendor and negotiate 
the terms of the contract. 
Last but not least, you must be willing 
to walk away from the table if the nego-
tiation is not proceeding in a mutually 
satisfying direction. If you aren’t willing 
to walk away, you have little or no bar-
gaining power. 
Vendors: Help Us Help You 
While this article is written from a librar-
ian’s perspective, vendors can help
librarians negotiate better contracts.
Remember, vendors and librarians are 
essentially partners in getting informa-
tion to those who want and need it. 
Here are some of the ways vendors 
can help librarians get their products in 
front of users: 
Don’t cold call us. Don’t hound us to 
try your product. Also, conduct research 
on us and our users before contacting 
us so you don’t waste our time by trying 
to sell us a product that is obviously not 
what we need (Berg 2013). 
Show us the value you are add-
ing. Does your product provide better 
analysis or service than a competitor’s 
product provides for access to the same 
information? Then tell us—customer
service is everything to us! But don’t 
talk about how fast your company is 
growing if you aren’t providing support 
for your new customers and can show 
that the majority of them are satisfied. 
And don’t make excuses about why this 
or that isn’t working—solve the problem 
(Lapachet 2015). 
All of us, librarians and vendors alike, 
need to communicate clearly and avoid 
wasting each other’s time. Let’s make 
sure we tell each other what we need to 
move forward and provide the informa-
tion users want. SLA 
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CHANGE MANAGEMENT 
Managing Change:
Vital to Your Project
and Career Success 
INCOrPOrATINg CHANgE MANAgEMENT TECHNIqUES INTO yOUr PrOJECTS
WILL HELP OVErCOME rESISTANCE AND ENTICE AUDIENCES TO ‘Try THE WATEr’
AND EMBrACE CHANgE. 
BY DALE STANLEY 
M ost major projects fail to meet all of theirmajor objectives, and fully 80 percent of
those failures are due to poor change 
management (Conner 2012). If you 
have been involved with implementing 
new systems or projects, it is highly 
likely you have experienced these and 
similar sentiments. 
•	 We had this great idea for improving 
productivity. We did our homework 
and had an awesome proposal, but 
management shot it down because 
they said everyone is too busy. 
•	 Our new SharePoint® site is well-
designed and will improve workflows 
and access to information for our 
project managers. The training went 
well, but now nobody is contributing 
or using it—they’ve all gone back 
to their previous inefficient ways of 
doing things. 
•	 We can’t get this project off the 
ground. We’re trying to help the 
staff, but they won’t come to the 
meetings. How do we get staff to buy 
into this project? 
When you incorporate change man-
agement techniques into your projects, 
you will greatly enhance the likelihood 
of success, and your work will thus 
have a greater impact on the organiza-
tion. This reputation for success, along 
with the human skills of being a change 
leader, will contribute strongly to your 
career success. 
My company (SMR International) has 
worked with dozens of organizations 
and hundreds of students, and we
have always emphasized the practi-
cal aspects and value of incorporating 
knowledge management and knowl-
edge services into existing information-
based functions. We even appropri-
ated one of SLA’s old taglines, “Putting 
Information to Work,” and amended it 
slightly to say that “Knowledge Services 
is Putting Knowledge to Work.” 
But the challenge with being practi-
cal is clear: we need to see results. 
Sometimes that’s a difficult task—espe-
cially when it involves people and get-
ting them to change. And when does 
it not? Helping people in organizations 
overcome human behavior obstacles 
and embrace change is what change 
management is all about. 
DALE STANLEY is senior consultant at SMR International, a New York-based consultancy focused on knowledge
services and strategy. He has more than 15 years of experience helping large organizations develop knowledge
services strategies and 30-plus years of experience leading corporate library and knowledge management groups in a
variety of industries. He is a co-instructor (with Deb Hunt, Scott Brown, and Guy St. Clair) of SLA’s certificate programs 
in knowledge management and knowledge services. He can be reached at dalestanleyct@outlook.com. 
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CHANGE MANAGEMENT 
Fundamentally, change management 
involves leadership—and yes, you can 
be the change leader your projects and 
your organization need. Sure, you can 
fall back on excuses like “you can lead 
a horse to water, but you can’t force 
him to drink,” but there are a number 
of effective methods to entice your audi-
ences to “try the water” and embrace 
the changes you and your project are 
presenting. Following are some proven 
change management principles and
practical techniques that will help. 
Principle: The Change Curve 
William Bridges (1991) teaches us that 
change always involves “transition.” At 
SMR, we’ve adapted his version of
what we call the “Change Curve.” The 
basic principle at work here is that 
during change, those affected by the 
proposed changed will need to “let go” 
of something before the “new” can be 
embraced. 
When faced with change, we all
go through this curve. We each go 
through the curve at different rates, 
and there are different amounts and 
types of forces that can compel us to 
move through the curve or get “stuck” 
at any particular phase. Eventually, if 
we are successful, we—or most of us, 
anyway—will make it through the curve 
and realize the benefits of resolution. 
Even the best change management 
process cannot eliminate the Change 
Curve. The goal is to create momen-
tum and get through the curve quickly 
without falling too deeply into the Valley 
of Despair, where psychological drivers 
that cause resistance to change will 
more than likely cause a drop in pro-
ductivity and attitude. 
I will return to the Change Curve 
when I explain some techniques that 
you, as a change leader, can employ 
to help your users “let go” and ensure 
success. 
Technique: Early, Consistent, 
Clear Communication 
It may seem obvious that good com-
munication is an important factor in 
motivating people to embrace change. 
However, in post-project evaluations
and debriefs, communication (or “lack 
of sufficient communication”) is con-
sistently the number-one reason cited 
for change failures. Following are the 
top pitfalls that always show up in such 
surveys. 
statements and role of your sponsor 
(see below). During the development 
and testing phases of the project, end 
users need to be reminded that the 
project is under way and that there are 
opportunities for providing additional
feedback (see below in “surfacing resis-
Not connecting the purpose of the 
project to the larger mission, goals, 
and/or values of the organization.
Stating that the rationale of the project 
is to “increase productivity” or achieve 
the goals or purpose of your particular 
department or function is insufficient. 
If you fail to tie the project to a mean-
ingful, high-level business purpose or 
rationale, you likely will not sufficiently 
motivate your audience to engage. Ask 
yourself how the project affects the mis-
sion of your company or institution. 
Waiting too long to communicate. 
Too often, communication with end
users happens only at the beginning of 
projects, during “requirements gather-
ing” meetings, and at the end, during 
training or “rollout” efforts. While these 
times are important, it is imperative that 
there be consistent and frequent com-
munication about the project during its 
entire development life cycle. 
Every phase of your project will pres-
ent opportunities to connect with your 
end users. Typically, there are oppor-
tunities during the early stages to re-
state the business purpose and ratio-
nale for the project and introduce the 
tance”). Waiting to “install the system 
onto the users” with training at the end 
of the project is asking for trouble in the 
form of resistance, delays, re-training, 
demands for scope changes, and cost 
overruns. 
Taking a “one-size-fits all” approach 
to communication. Sending a bar-
rage of e-mail blasts to all end users 
on an arbitrary basis is rarely the cor-
rect approach. Consider using different 
messages and media tailored to the dif-
ferent user groups and staff teams, with 
different points of view and different 
work flow drivers. Also consider using 
established communication channels, 
such as engaging middle managers as 
champions and sharing information at 
established communication meetings
and in newsletters and other media. 
At SMR, we encourage our clients 
to actually map out their target audi-
ences and then create communication 
plans for them, starting with appro-
priately timed, tailored messages and 
then selecting the media according to 
the audience and the message content. 
And speaking of content: Always tell the 
audience “why” (refer to the business 
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CHANGE MANAGEMENT 
purpose) and then, explicitly, “what” 
you want them to do. 
Technique: Surfacing and 
Openness to Resistance 
Once a project is launched, the last 
thing you want to hear is someone say-
ing why it won’t work. But the very act 
of asking for and responding to this 
“resistance” during all phases of the 
project is an extremely powerful change 
management tool. It engages users at a 
time when they are entering (or already 
in) the Valley of Despair. 
Creating forums and other oppor-
tunities for end users to share what 
they are thinking and feeling about the 
impending changes is highly recom-
mended and can create some benefits. 
For example, users, while they may not 
be able to change the project, will know 
that at least they have been heard and 
may be able to help you identify ways to 
influence how or when certain aspects 
are rolled out. Relinquishing even minor 
aspects of control to staff members 
who will be affected by the change 
can help accelerate the Change Curve 
significantly. 
Following the preceding principle will 
allow you to identify and categorize 
users as “early adopters,” “resisters,” or 
“fence sitters.” The fence sitters (usu-
ally 30 to 60 percent of users) are the 
ones you need to convert, so use the 
early adopters as advocates and cham-
pions to influence them. This will help 
you create and maintain momentum 
through the Change Curve, which is 
your key objective as a change leader. 
Don’t spend too much energy on the 
resisters—they can very easily monopo-
lize your time and energy and will only 
be converted when you have created 
plenty of momentum. 
Surfacing and responding to resis-
tance require specific techniques. Here 
are two of the vital tasks you should 
implement. 
Use “active listening” and ask open-
ended questions. Some end users
(especially fence sitters) may be hesitant 
to reveal concerns or resistance, and 
you must give them space to explore 
and express the reasons. Creating small 
focus groups with ground rules, such 
as confidentiality within the room, and 
asking questions such as, “What are 
you thinking about the project now…?” 
will surface resistance more readily than 
simply asking, “So, do you like it?” 
Exercise care in responding to state-
ments of concern and resistance.
Acknowledging and even repeating
statements of concern is helpful; argu-
ing or making in-the-moment conces-
sions is not. Peter Drucker, the master 
management consultant, always advo-
cated turning the question back to the 
questioner and asking him or her to 
suggest an answer to the question. 
Technique: Using 
Champions and Sponsors 
Earlier, I mentioned using early adopt-
ers to influence the other end users. 
I would expand that concept and rec-
ommend that you actually identify and 
train a set of “champions” for each seg-
ment or department or geographic sec-
tor, depending on what makes sense 
for your organization and project. (For 
example, does the project have phases 
or variations for different populations?) 
Again, at SMR we advocate map-
ping out target audiences (consider 
starting with an organization chart) and 
looking for potential champions. Start 
with those who you know will be strong 
advocates, then look for and recruit 
others to fill in the gaps. Train these 
champions according to the following 
considerations: 
•	 Make sure they know and can 
repeat effectively the business pur-
pose and rationale for your project; 
•	 Make sure they can answer simple 
questions about the timelines and 
status of the project; 
•	 Make sure they know what kinds of 
resistance may be present and how 
to effectively surface them; and 
•	 Make sure they know how to 
respond without arguing while also 
letting resisters know they have been 
heard and the project is moving for-
ward. 
I have saved what is likely the most 
powerful change management lever for 
last: You need a sponsor, and you need 
to select that person carefully to play a 
specific partnership role. 
First, the sponsor must have orga-
nizational authority over the group of 
end users you wish to influence. It’s 
tempting to just ask your boss to do this, 
because he/she is likely to understand 
and support your project. But unless 
your boss also has strong organiza-
tional reporting authority over your user 
group, he/she probably will not be an 
effective sponsor. 
In addition, the sponsor must be 
an active partner in your project. An 
executive may not have time to actively 
participate in managing the project, but 
you must, at a minimum, get him or her 
to personally engage in the following 
manner: 
Say it. Once you have made the busi-
ness case or rationale (remembering to 
connect the project purpose with the 
larger organization’s goals) and thus 
enabled the sponsor to say he/she
will “sponsor” your project, you must 
emphasize that you need him/her to do 
a few things for “our” project. First, the 
sponsor must “say” that the project— 
and, by extension, users’ compliance 
with it—is important and required. It’s 
fine if you volunteer to write the mes-
sages or speeches for the sponsor, but 
the sponsor must say them. 
Model it. Your change management 
message will be even more powerful 
if you can get the sponsor to say and 
model the desired behaviors. Get the 
sponsor to say that he/she will be par-
ticipating in, using, and/or testing the 
new system or product. 
Reward it. Work with the sponsor or 
his/her staff to develop reward (or pun-
ishment!) systems for compliance with 
specific behavioral requirements. 
Finally, take frequent advantage of 
opportunities to re-engage and utilize 
the powerful lever you have created 
with the sponsor. Even very brief meet-
ings for an update on “our project” are 
sufficient to maintain the relationship 
and identify additional opportunities for 
Continued on page 19 
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SLA MEMBER INTERVIEW 
10 Questions:
Sara Tompson 
STAyINg FLExIBLE AND BEINg PrEPArED FOr NEW CHALLENgES HAVE HELPED
SArA TOMPSON NAVIgATE BOTH THE SKIES AND HEr LIBrAry CArEEr. 
BY SUSAN FINGERMAN, MLS 
T he story is a familiarone: a girl is born into a family of librarians,dreams of becoming a 
librarian herself one day, graduates 
from college, is accepted into library 
school, earns her library degree, 
begins working as a librarian, takes 
flying lessons, becomes an instru-
ment-rated pilot, gets a job at the 
NASA Jet Propulsion Laboratory, is 
named an SLA Fellow … 
Well, maybe the last step isn’t so 
common. 
“I tend to get bored easily, and 
I definitely like a challenge,” says 
Sara Tompson. “My dad changed 
jobs quite a bit, so perhaps he was 
my role model. I don’t mind steep 
learning curves—I’ve had them in 
learning to fly and getting my instru-
ment rating.” 
Now in her 30th year as a librar-
ian, Sara has been an SLA member 
for more than 25 years and has been 
active at both the unit and asso-
ciation levels. Currently president 
of the Southern California Chapter, 
she served on the SLA Board of 
Directors from 2011-2013 and as 
president of the Illinois Chapter in 
1999 and chair of the Engineering 
Division in 2000. In recognition of 
her many contributions to SLA and 
librarianship, she was named an SLA 
Fellow this year. 
Notwithstanding her many years
of service, Sara has no plans to go 
gentle into that good night. 
“I certainly expect to be tapped by 
the board and staff for reasoned input 
and other contributions in addition to 
my continuing volunteer activities,” 
she says. “I am pretty busy and don’t 
slow down very much.” 
Information Outlook caught up with 
Sara after she returned from the SLA 
2017 Annual Conference in Phoenix, 
where the temperatures climbed so 
high—to 119 degrees Fahrenheit on 
June 20—that some planes could not 
take off from the local airport. 
This year marks your 30th anniversary 
of graduating from library school. 
When and why did you decide to 
become a librarian? 
At age seven, I wanted to become a 
teacher or a librarian, and the librarian 
choice was confirmed as a high school 
senior. I had several second cousins 
who were librarians, and a couple of 
aunts who volunteered in libraries, so I 
had role models for the career. 
You were named a Fellow of SLA
this year and honored at the SLA
Annual Conference in Phoenix. Why 
and when did you join SLA, and now 
that you are a Fellow, how do you see 
yourself participating in SLA going 
forward? 
I joined SLA in 1991 with the encour-
agement of several colleagues in Illinois. 
The Fellows “job description” explains 
SUSAN FINGERMAN retired after a 30-year career as a
research librarian and manager of corporate and research libraries.
She is a past chair of the Maryland Chapter and is still an SLA mem-
ber. Contact her at smfinfo1@gmail.com. 
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 SLA MEMBER INTERVIEW 
the expectations of SLA that Fellows 
will continue to contribute, so I certainly 
expect to be tapped by the board and 
staff for reasoned input and other con-
Sara Tompson 
tributions in addition to my continuing 
volunteer activities. The Fellows have 
a discussion list and meet at confer-
ences, and also have a website we are 
in the process of updating. 
You are currently the president of the 
SLA Southern California Chapter and 
have held many other offices in sev-
eral SLA divisions, including a stint 
as a blogger back in 2007. How have 
these positions enriched your career, 
and what skills have they helped you 
develop that have benefited you? 
My SLA participation at the chap-
ter, division, and association levels has 
developed and enriched my capabilities 
for project planning, working on and 
with teams, meeting deadlines, doing 
budgets, using GANTT charts, public 
speaking and, extremely importantly, 
given me some of my best friends in the 
world. My involvement in the National 
Organization for Women (NOW) pre-
viously strengthened some of these
areas, but my many SLA activities really 
focused these skills. 
While we’re talking about your career, 
outreach seems to be of particular 
professional interest to you. Why do 
you feel outreach is important, and 
how do you go about reaching out to 
different constituencies? 
Outreach is our job. “If you build 
it they will come” is definitely a fal-
lacy. We need to inform people about 
our expertise—we are subject matter 
experts in information resources and 
services, and it’s our job to tell our 
constituencies what we can do for them 
and the organization. 
I believe that nothing beats face-
to-face contact, but of course would 
include e-mails, blogs, and IM as tools 
for outreach. Having a seat at the table 
is most important—librarians can and 
should be included in meetings where 
we can have influence. Throughout my 
career, I’ve mostly been at a manage-
rial level where I have been invited or 
been able to get invited to such meet-
ings. In the academic arena, I support 
faculty status for librarians, as this gets 
us a seat at the table and enables us 
to get on faculty committees, such as 
the university-wide writing committee in 
which I participated at USC. 
Events such as National Library Week 
can be used as a hook, but you need to 
sustain the outreach. I encourage my 
staff to get on institution-wide commit-
tees and then be alert for opportunities 
for library support. 
Speaking of different constituencies, 
you’ve worked in corporate, academ-
ic, and research organizations and 
now serve as manager of the Library, 
Archives & Records Section at the Jet 
Propulsion Laboratory in Pasadena, 
California. What are the main differ-
ences and similarities you’ve encoun-
tered in these environments and 
especially in working with technical 
professionals versus students versus 
academic colleagues? 
I’ve worked at two national research 
laboratories (Fermi National Accelerator 
Laboratory and now JPL) and two large 
research universities (the University of 
Southern California, Los Angeles and 
the University of Illinois, Urbana), and 
I’ve found that the national labs were 
less hierarchical and it was easier to 
communicate across levels of the orga-
nizations. I’ve found academia to be 
more snobbish, if you will, and hierar-
chical. Though you still have to prove 
yourself, I have more credence at JPL 
simply because I’m the manager of a 
section. As far as working with different 
constituencies, one specific tip is not 
to use the word “teach” or “training” 
around engineering professionals as
you would in academia. 
In your long and varied career, you’ve 
given many, many presentations. Do 
you find the technology challenging, 
do you have any favorite software, 
and do you have any tips for prepar-
ing and giving a presentation? 
PowerPoint is the software of choice 
at JPL, so that is what I use. I’ve tried 
PREZI, but I find there is too much 
movement in the slides. I use some 
notes for my slides, mainly to avoid get-
ting off topic or rambling, but don’t read 
anything verbatim. I feel that seems 
stilted. As an extrovert, I don’t have 
problems giving presentations, but of 
course I do a lot of preparation, which 
helps in being prepared when talking 
with executives. 
On the subject of presentations— 
when you speak to library school stu-
dents, one piece of advice you give 
them is to be willing and able to work 
in any type of library. You’ve certainly 
taken that advice to heart, given that 
you’ve worked in several different 
kinds of library environments. Why 
have you moved around so much, and 
what are the challenges and benefits 
of changing jobs every few years? 
I was at USC for nine years, so I 
would not say “so much” (laughs), but I 
tend to get bored easily, and I definitely 
like a challenge. I’ve just moved on to 
better opportunities, more money (of 
course), and new challenges. My dad 
changed jobs quite a bit, so perhaps he 
was my role model. 
I don’t mind steep learning curves— 
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I’ve had them in learning to fly and get-
ting my instrument rating. I tell students 
that they should be flexible, since they 
never know what opportunities they will 
have. Our skills can be applied in many 
settings. 
Speaking of students, what do you 
think about the current library school 
curriculum? Do you think it’s prepar-
ing future librarians for tomorrow’s 
information jobs, and if not, how 
would you improve it? 
I feel that management and leader-
ship courses should be a requirement 
for ALA accreditation. Many of us wind 
up being managers and need to be 
leaders, and we are not really prepared 
for this in library school. 
Let’s talk a little about your inter-
ests. You recently co-authored a 
mystery novel with fellow librarian 
Lorri Zipperer. You’ve also published 
many peer-reviewed papers and book 
chapters. How do you find the time to 
write, and how does writing contrib-
ute to your career? 
I am pretty busy and don’t slow down 
very much. Writing is my creative outlet, 
rather than other types of activities. I’ve 
been reviewing STEM-related books for 
Library Journal since 2004 and enjoy 
that as well. At JPL, my writing is 
confined mainly to reports. I put a lot 
of thought into my weekly assessment 
report to my JPL boss. 
One of your hobbies—perhaps your 
main hobby—is flying airplanes. 
When and why did you decide to 
become a pilot? Does it enrich 
your current job at the NASA Jet 
Propulsion Laboratory? 
My dad was a pilot, both in World War 
II and afterward, so his flying probably 
influenced me. When I was a senior in 
college, my mom passed away, and I 
spent some of my inheritance on flying 
lessons. 
Flying gives me a lot of credibility at 
JPL, of course. My familiarity with the 
physics of flight and with avionics con-
tributes to understanding the spacecraft 
we build and fly from JPL. We have a 
Cal Tech/JPL Flying Club to which I 
belong, and I’m also a member of the 
Women of the Skies section of that club. 
It’s great to socialize with colleagues 
within that setting! SLA 
Sara poses with a working model of R2-D2 that was built by “Star Wars” enthusiasts at the Jet
Propulsion Laboratory. 
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INFO RIGHTS 
Tracking Your Library’s 
Copyright Questions 
Keeping a list of the copyright questions you frequently 
receive and communicating the answers to your customers 
can help lower your risk of copyright infringement. 
BY LESLEY ELLEN HARRIS, JD 
What is the best way to address the 
various copyright questions that are
asked in your library? 
Copyright questions arise in libraries 
on a daily basis, and often the ques-
tions are repetitious. An experienced 
librarian will learn to recognize that 
many copyright questions fit within cer-
tain categories, such as analyzing fair 
use or using licensed content from an 
electronic database or periodical. Some 
libraries try to anticipate questions by 
creating FAQ documents, while others 
address questions in their copyright 
policy or guidelines and still others use 
each question asked as an opportunity 
for a one-on-one teachable moment. 
Some questions are unique to certain 
types of libraries, while others are com-
mon to nearly all libraries. For example, 
many librarians are asked about using 
images of book covers in various ways, 
such as in catalogs and bibliographies. 
Is it permissible to scan the cover of a 
book for these and similar purposes? 
How about saving a copy of the cover 
from the publisher’s website? 
Scanning a book cover is a reproduc-
tion of a work (as is copying that image 
from a website), so the question is 
whether this would be considered fair 
use as set out in the U.S. Copyright Act. 
Because fair use is an analysis based 
upon the circumstances of a particular 
case, you would have to analyze each 
situation involving book covers and
determine whether each use would
qualify under the four fair use factors: 
•	 the purpose and character of the 
use, including whether it is of a 
commercial nature; 
•	 the nature of the copyright-protected 
work; 
•	 the amount and substantiality of 
the portion used in relation to the 
copyright-protected work as a whole; 
and 
•	 the effect of the use on the copy-
right-protected work’s potential mar-
ket or value. 
Many organizations are comfortable 
applying the fair use factors and mak-
ing their own judgment, whereas others 
want to be 100 percent sure their uses 
are within the law. If your organization 
is in the latter category, approach the 
book publisher and see whether the 
publisher owns the copyright in the 
cover art or whether you need to con-
tact the cover creator directly. 
Scanning book covers is just one 
example of the many kinds of questions 
I’m asked by readers of this column. 
Following are some others, which I’ve 
categorized according to the library
environment in which the question was 
asked. 
Academic Library 
Q: What if one of my co-authors posts 
a copy of our research article on
ResearchGate or a website? Can one 
author of a co-authored paper provide 
print copies of the paper to his/her 
students? 
A: When you write a paper with
another author or authors and your 
contributions are inseparable, the U.S. 
Copyright Act calls this a joint work, 
and all of the authors are joint copyright 
owners. This means each author has 
an equal right to register the paper with 
the U.S. Copyright Office and to enforce 
any unauthorized uses. Each author 
may also distribute or exploit the article, 
and any proceeds from a commercial 
exploitation must be shared among the 
authors. 
So, yes, a co-author may unilaterally 
post a paper, but this situation can be 
reversed by an agreement between the 
authors. Be sure to ask about any such 
agreement before one author of a co-
authored paper posts or makes copies 
of the paper. 
Q: Can I require my students to watch 
TV episodes on Netflix as homework? 
A: Yes. Watching TV at home, even if 
required by a teacher, is not a copyright 
use of the TV episodes. 
Q: Can I use LinkedIn Pulse articles 
as assigned course/training readings? 
Can I use the articles Harvard Business 
Review posts for free on social media 
as readings in my course? What if one 
of my students posts the text of a Wall 
Street Journal article on a Canvas dis-
cussion board? 
A: Just because an article is freely 
available does not mean you can use 
it in any manner without permission. 
(You can, however, share the article’s 
URL, as that is not a reproduction of 
LESLEY ELLEN HARRIS is a copyright consultant, author and
blogger and an expert in navigating copyright issues. The third edition
of her book Licensing Digital Content: A Practical Guide for Librarians
will be published by ALA Editions later this year. Contact her at
lesleyellenharris@me.com. 
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the article.) See if the article has a 
Creative Commons license, then review 
the terms and conditions of that license 
and determine whether your use falls 
within fair use. If you’re able to access 
the same article through an electronic 
database you license, see if the terms 
and conditions of the license allow your 
particular use. 
Q: If universities are trying to encourage 
faculty entrepreneurship, at what point 
does database use for product/market 
research cease being educational and 
start being commercial? 
A: There are no exact rules pertain-
ing to this. The answer is a matter of 
fact, based on the particulars of the 
situation. If this is an issue that arises in 
light of a license agreement, review the 
license agreement—it may define what 
is (and isn’t) considered commercial 
and what types of uses are covered by 
the license agreement. 
Q: Is the use of images and graphics 
on conference posters or in presenta-
tions covered under fair use? Does
the intended audience—department,
institution, local professional organiza-
tion, or national professional organiza-
tion—matter? 
A: It all matters. Fair use must be 
analyzed on a case-by-case basis, tak-
ing into account the four fair use fac-
tors. 
Public Library 
Q: I work in a local archive, and we’re 
collecting oral histories from veterans in 
our community. We want to add them 
to the library’s online database, where 
the public could read the transcripts 
and listen to the recordings. When we 
collect these oral histories, what kind of 
permission should we ask the interview-
ees to grant us? Should we have them 
assign the copyright to us? Can they 
retain the rights to the materials, but 
give us a provisional copyright? What 
are the various options? 
A: Oral histories are not protected by 
copyright—only fixed versions are pro-
tected. Thus, recordings or transcripts 
of oral histories are protected by copy-
right and are generally owned by the 
person or organization that first fixes the 
oral history in some form. Permissions 
and releases from veterans are impor-
tant for non-copyright purposes, and 
they also help explain the situation to 
the veterans. You can include any sort 
of provisions the veterans are willing to 
sign, and they may be negotiable. 
Q: If the copyright expires on a work, 
can I file for the copyright of the work 
(even if it is not mine)? 
A: There are no copyright extensions 
in the United States. Once the copy-
right expires, the work is in the public 
domain and may be used without per-
mission. 
Q: If the creator of the copyright-pro-
tected work dies, does copyright pass 
on to the family? What if there is no 
family? When does an “estate” of an 
artist control the copyright, and how is 
an “estate” defined? 
A: Like tangible property, copyright 
may be passed on to other persons 
through a will (or, where there is no will, 
by the laws governing intestate succes-
sion or passing of property upon death). 
Corporate Library 
Q: I downloaded an article from a data-
base that my company pays to access. 
Can I share it with a customer? 
A: This depends on the terms and 
conditions of the license. 
Q: Can I include an excerpt of an article 
or other copyright-protected work in a 
presentation if I give the person who 
owns the information credit? 
A: You need to examine the four fair 
use factors. Simply providing credit is 
not sufficient. 
Q: Who owns government information? 
If a government agency or body creates 
information, can we just use it wher-
ever and whenever? Are there situations 
where we have to seek permission? 
A: Most (but not all) U.S. Government 
works are in the public domain and 
can be used without permission. For 
example, you do not need permis-
sion to use works created by federal 
government employees as part of their 
duties, nor do you need it to use fed-
eral government edicts such as judicial 
opinions, legislation, public ordinances, 
and administrative rulings. On the other 
hand, the following works are protected 
by copyright and require permission 
to use: (1) works created by state and 
local governments (unless those gov-
ernments have expressly and statutorily 
waived their claims of copyright) and 
(2) federal government works created 
by independent contractors who have 
assigned or bequeathed the copyright 
to the government. 
What copyright questions do your 
customers ask? Keep track of them— 
they are a good indication of the copy-
right issues that arise in your library. 
By researching the answers and
communicating them, you can help
lower your library’s risk of copyright 
infringement. SLA 
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Measuring Learning and Skills: 
Badges and Micro-credentials  
The ability to provide micro-credentials using badges can 
be a very effective supplement to traditional degree and 
certification documentation. 
BY DAVID STERN, MLS 
Badges are a powerful way to designate 
certain types of specific qualifications 
and can play an important role in docu-
menting learned skills, especially for 
professional advancement. 
The traditional way to document skills 
is through diplomas for degree comple-
tion or certificates for course comple-
tion. This documentation approach
works well if the material to be reviewed 
is learned and measured in a traditional 
classroom or an online teaching/learn-
ing environment. Doctoral, master’s,
bachelor’s, and associate’s degrees are 
offered across many disciplines, and 
most organizations accept non-degreed 
certification courses as documentation 
of specific software expertise. 
There are also many medium-length 
courses and continuing education
courses for teaching complex skills
and techniques, such as those asso-
ciated with service quality improve-
ment initiatives. Graduates of these
shorter courses often move directly into 
consulting or other support careers. 
Course completion and grading in these 
types of settings often relate to learning 
specific content (e.g., hardware and 
software network configurations) or an 
entire process (efficient and effective 
programming in a computer language). 
However, not every required skill is 
appropriate for an entire course. How 
can we measure the learning and docu-
ment the attainment of such smaller-
scale skills? Are there good ways to 
document things such as understand-
ing the appropriate and legal uses of 
information (including the proper use 
of citations and other techniques for 
avoiding plagiarism) or the ability to 
apply critical thinking considerations
to research processes (e.g., applying 
CRAAP test elements within a literature 
review)? 
Alternatively, how would one docu-
ment the theoretical perspectives and 
practical skills learned through work 
experience, such as project manage-
ment expertise acquired during a career 
in carpentry or staff conflict resolution 
techniques developed in a supervisory 
setting? These types of abilities can be 
more difficult to measure in traditional 
grading scenarios and are sometimes 
not conducive to being taught using 
classroom-type materials, but they do 
provide important job-related skills that 
should be codified in order to offer 
credit. 
In this arena of smaller-scale or non-
classroom skills development, the abil-
ity to provide micro-credentials using 
badges can be a very effective supple-
ment to traditional degree and certifica-
tion documentation. As people increas-
ingly create personal e-portfolios of their 
work and credentials, it is important 
that prior experience and targeted train-
ing be documented. 
Many organizations have begun offer-
ing and accepting badges as either 
equivalents of, or acceptable alterna-
tives to, degrees or course completion 
certificates. Some professional asso-
ciations and educational institutions are 
offering badges for completing selected 
elements of full degree or certification 
programs; some of these same organi-
zations are designing entirely new badge 
programs targeted at niche populations. 
Other organizations are creating and 
offering badge programs in areas that 
require micro-credentials. There is even 
a nonprofit academic learning platform 
that offers an add-on badge module for 
academic institutions. 
One special challenge for this grow-
ing badge environment is determining 
the equivalency of knowledge gained 
through experience with that of knowl-
edge gained through theoretical class-
room study. While this question of
equivalency is not unique to the badge 
scenario, it is extremely important to 
document that best practices were
utilized—for both relevant tools and
techniques—when offering credit for
accumulated prior experience. 
Given the proliferation of badge-
granting organizations, it is essential 
that the badges are known to be equi-
table and verifiable. The process for 
confirming badge-related skills must
be based on transparent standards,
with clear learning goals and rubrics, 
to ensure the quality of the content, 
testing, and resulting skill sets. At this 
time, there are no industry standards 
or any official accrediting agencies for 
most badge-granting organizations. On 
rare occasions, the granting of badges 
may carry the imprint of the commercial 
producer of hardware or software or the 
reputation of the hosting educational 
DAVID STERN is library director at Saint xavier University in
Chicago and chair of SLA’s Technical Advisory Council. He can
be reached at hdavid.stern@gmail.com. 
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institution, but this is self-regulation and 
does not rely upon the same rigorous 
educational standards used to accredit 
degrees and courses. 
For badges to be taken seriously, a 
procedure must be developed to ensure 
they are only granted by trusted author-
ity bodies that provide evidence-based 
support for their training and skills 
testing. This element of coordinated 
quality control is necessary for badges 
to be accepted as reliable indicators of 
expertise. 
In summary, badges and other micro-
credentials are reasonable, necessary, 
and already becoming accepted for 
documenting certain types of learning. 
Now they need to become accountable 
and reliable. SLA 
Managing Change: Vital to Your 
Project and Career Success 
Continued from page 12 
the sponsor to be a visible advocate 
for your project. Work the sponsorship 
messaging into the ongoing communi-
cation plans you have established. 
Your Role as a Change Leader 
Successful project implementation 
often requires people to change, and 
change requires leadership. Practicing 
and using the techniques and skills 
described above will enable you to 
become a change leader and create for 
yourself a track record of success, both 
of which are keys to expanding your role 
and enjoying a successful career. 
You can choose to be a reactive victim 
to change, join with those who resist 
change, or take positive control of your 
projects and your career. Consider tak-
ing the leadership approach by learning 
and practicing the vital change manage-
ment skills of communication, surfacing 
resistance, and engaging partners and 
sponsors. You can be assured that 
when you do so, you will enjoy greater 
influence, confidence, and success in 
your projects and career. SLA 
SOURCES 
Bridges, William. 1991. Managing Transitions: 
Making the Most of Change. Boston, Mass.: 
Addison-Wesley. 
Conner, Daryl. 2012. “The Dirty Little Secret 
behind the 70% Failure Rate of Change 
Projects.” Blog post, July 12. Atlanta, Ga.: 
Conner Partners. 





Good imagery helps you understand 
data and information much more eas-
ily, but its benefits don’t stop there. 
When you gain a deeper understanding 
of data and information, you ask better 
questions, make better decisions, and 
develop better insights and ideas. The 
September-October issue of Information 
Outlook provides three perspectives on 
data and information visualization: 
•	 Visualizing the impact of a journal 
article; 
•	 Creating engaging video tutorials; 
and 
•	 Using data visualization to enhance 
user engagement. 
Also in the September-October 
issue— 
•	 Dhanashree Date and Ayesha Mallik, 
information professionals at Tata 
Consultancy Services in India, dis-
cuss their contributed paper (which 
was judged the best paper presented 
at SLA 2017), the state of librarian-
ship in India, and their conference 
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•	 David Stern, chair of SLA’s 
Information Technology Advisory 
Council, offers advice to help librar-
ians create more seamless, powerful, 
and consistent options that will make 
using and searching e-books intui-
tive. 
•	 Michael Gruenberg, author of 
Buying and Selling Information: A 
Guide for Information Professionals 
and Salespeople to Build Mutual 
Success, discusses the responsi-
bilities of employees who attend 
conferences and trade shows and 
especially how they should tell their 
management what they learned, how 
that knowledge will help them in 
their day-to-day activities, and how 
that knowledge will be helpful to the 
organization. 
•	 Kelly Durkin Ruth and Michelle 
Mittrach of the Los Alamos National 
Laboratory Research Library sum-
marize their SLA 2017 poster, 
“Piloting an Information Literacy 
Needs Assessment for Early Career 
and New Employees at Los Alamos 
National Laboratory.” 
Read all this and more in the
September-October 2017 issue of
Information Outlook! SLA 
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